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Consumers’ Subjective Well-being in Brazil:
Suggested Extensions for Researching a
Market with Continental Dimensions
The study by Farias and Leite (2021) is promising and develops a
description of the influence of the marketing system on the subjective
well-being of Brazilian consumers. Such a study is necessary, in view of
the gap in research that addresses the relationship between marketing
and well-being in Latin American countries. Brazil of course is the largest
Latin American country, and hence a good context to study this
relationship.

Some Comments on Methods and the Epistemic Frame
I believe that the choice of interviews as a qualitative method used to
assess the influence of the marketing system on the subjective wellbeing of consumers was a relevant choice, and it connected with the
proposed objective. Of course, the research by Farias and Leite (2021)
deals with well-being as a subjective factor, but various other factors
could come into play. Cultural issues (Rojas 2019), for instance, could
also serve as factors affecting well-being, including acting as a guiding
dimension of the perceptions of individuals. Furthermore, historical and
regional processes can impact the culture, and thereby create additional
sources of influence on the values of individuals (Rojas 2019; ReyesMartínez 2021).
In the methodological part of the paper, it is observed that the city
of Belo Horizonte, a medium-sized city and two other small cities were
selected as the target of the study. It would be interesting to indicate the
name of the other cities, and justifying their choice as additional targets
of the study, besides Belo Horizonte.
As Brazil is a country of continental dimensions, with different
cultures and economic factors, it would of course be interesting to
develop a broader study, comparing different regions, with the objective
of identifying whether the subjective perceptions of well-being of
individuals change as a result of the marketing system region in which
they are inserted. As the present work was carried out with a focus on
the State of Minas Gerais, it would be interesting to justify an efficient
representation of the symbolic aspects related to the subjective wellbeing of consumers present in this region. Of course, as the editors of
MGDR have pointed out, the commentary by De Almeida and Mattos
(2021) does provide some additional evidence of the marketing and
subjective well-being relationship in another region of Brazil: Rio Grande
del Sul.
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I believe that the methodology could present a more detailed
description of the semi-structured interviews, including the assumptions
that were adopted for their execution. As a suggestion, I indicate the
materials by McCracken (1988), Brinkmann (2014), Longhurst (2003)
and Price and Smith (2021) as robust bases for future extensions of this
study. For future researchers, it would also be useful if the presentation
and description of the procedures follow a path that presents each step
in a logical and systematic way, from the elaboration of the script,
recruitment of participants, execution of the interviews, organization of
data and processes related to the analysis of the collected data (Arruda
Filho and Gammarano 2018; Braun and Clarke 2006).
There is possibly a gap related to the selection criteria for
interview participants, again something that future studies of this type
could address. In the description of the methodology, it was indicated
that the interviewees were selected based on the criterion of
“accessibility”. This element is not completely supported in terms of a
robust reason that justifies the sample of interviewees gathered. In future
research of this type, it would be interesting to describe more elaborate
criteria that may have greater adherence as the objective of the study.
For example, criteria related to consumption intentionality, based on
hedonic, social or utilitarian factors that generate well-being (Kusier and
Folker 2020) or defining criteria based on subjective well-being of
consumption or anti-consumption (Lee and Ahn 2016; Oral and Thurner
2019), as previously reported in the theoretical framework, within other
elements, would situate such studies in a wider frame of consumption
studies.
For future studies of this type, better description of the elements
involved in transcribing the interviews could be performed. Extensions
of this research would benefit from greater detail on the organization of
transcripts and description of the database. Elements such as the total
number of hours of recorded interviews and the number of pages of
transcribed content, arranged in the database, could also serve as a
justification element to support the effectiveness of the collected sample
(Adams 2015).
As a general suggestion – and very likely these authors took care
of this issue – there is a need to highlight the ethical procedures related
to the execution of semi-structured interviews (Husband 2020). It would
be interesting to point out that the identities of the participants were
preserved and to highlight how the interviewees granted permissions so
that their data could be collected, analyzed and used for scientific
purposes. The emphasis on this type of topic in the work is interesting to
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fill this gap on ethics in qualitative research, especially in terms of future
such studies (Husband 2020).
I indicate that an interesting element used during the organization
of the data was the use of the “storybook theme”, in which the details of
its use could be better explored. Another suggestion is that the coding
of items transcribed from the Atlas-TI8 software can generate greater
precision in the creation of thematic categories (Vila-Henninger 2019).
For future studies, it would be interesting to follow a preliminary
line of analysis focused on the description of the categories, presenting
the theoretical elements that define them so that they can later be
connected with empirical data (Arruda Filho and Gammarano 2018).

Comments on Interpretive Findings
During the analysis of the first category, the authors use the sentence
“By observing and recording the respondents’ reactions, gestures and
emotions during their interviews”; thus, indicating that more than the
verbal protocols from the interviews were employed in the interpretation.
It would have been useful to have more explicit understanding of how
the non-verbal reactions (gestures, intonations or body language) of the
interviewees corroborated the thesis that the consumption process
generates pleasure and happiness.
I also believe that in the first category, the reason linked to the act
of consuming declared by the respondents, presents itself as an intrinsic
element to the hedonic process of consumption (Arruda Filho, Cabusas
and Dholakia 2008). The adoption process, however, is also an
indispensable fact in this assessment (Ozaki and Dodgson 2010). For, if
the consumer does not have previous experience (Coupey, Irwin and
Payne 1998; Arruda Filho, Cabusas and Dholakia 2008) with a certain
product category and ends up justifying the consumption of a hedonic
good with high added value (Okada 2005), the fact that the product is
not definitively adopted later can generate a feeling of frustration and
regret (Sarwar, Awang and Habib 2019); and this can impact consumer
perception of the brand and future purchases of products from the
company in the same category.
Observing this phenomenon within the Brazilian economic reality,
not only consumption, but the process of adoption and acceptance of the
product may generate a feeling of well-being, considering that the
consumer may realize that his purchase was effectively executed and
that his financial support was not wasted in an ineffective adoption
process (Ponchio, Cordeiro and Gonçalves 2019).
In the first category, when the interviewee declares “what my
consumption represents and reveals about me to other people”, I believe
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that the symbolism behind this comment is also linked to the use of
possession as a form of social positioning through the extension of the
individual’s self (Belk 1988; Rogers and Hart 2021). Thus, it can also be
argued that the construction of an identity based on brands and products
is also linked to the impact that such a factor can have on self-esteem
(Oh 2021) and self-concept (Yoon, Skurnik and Carpenter 2013) of the
individual, which may have consequences for their well-being (Rogers
and Hart 2021). The form of analysis and arrangement of comments in
relation to the text could be explored further to better explain the
phenomenon in a systematic and clear way.
The second category brings an interesting discussion on the
issue of activist anti-consumption (Pecot, Vasilopoulou and Cavallaro,
2021), highlighting a preponderant stimulus of conscious consumption
that avoids excesses and promotes minimalism as a lifestyle, to the
detriment of materialism (Oliveira de Mendonca et al., 2021). It would be
interesting to carry out an analysis taking into account factors such as
age, occupation and wages, in order to identify whether the age group
and socioeconomic scenario of individuals can influence the adoption of
an anti-consumption stance aimed at well-being.
The third category addresses the economic development
provided by the performance of the marketing system as an element that
generates job opportunities, contributing to the financial and life wellbeing of individuals (Ponchio, Cordeiro and Gonçalves 2019). In this
category, the presence of the marketing system as an influencing factor
on subjective well-being is very clear and connected with the objective
of the study. It would have been valuable, of course, if the first two
categories also highlighted how the marketing system correlates with
them, in relation to the stimulus to hedonic consumption that generates
pleasure and satisfaction in the act of buying (Arruda Filho, Cabusas and
Dholakia 2008) and to consumers who seek well-being outside the
consumerist process stimulated by the marketing system, by adopting
an activist anti-consumption ideology (Pecot, Vasilopoulou and
Cavallaro 2021) and a minimalist lifestyle (Pangarkar, Shukla and
Charles 2021). The point is that the Farias and Leite (2021) study in this
issue of MGDR would benefit from locating in, and relating to, a wider
field of consumption style studies.
In the third category I observe the discussion about the “social
dismantling caused by consumerism”. I believe that this specific analysis
brings several specific factors linked to the negative implications that the
marketing system can generate on social well-being, and needs further
elaboration in future research.
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Other Possible Extensions
A study like this could be extended by drawing out some managerial
implications, guiding managers and companies about the use of the
results to improve their marketing strategies and to improve their
managerial performances. In general, this is a work that has great
potential and has shown to have an interesting discussion on how
consumption impacts people's perception of well-being. The role that
marketing systems play on individuals and their reaction to such
influence processes are clearly very relevant and can serve as clues that
can direct businesses in relation to their approaches to consumers, with
the aim of making consumers experience a sense of belonging, and of
being happy and stimulated in relation to their consumption processes.
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